In the late 1980s, when academic attention regarding the application of marketing approaches to the selling of places was in its infancy, a number of exploratory studies of deliberately promoted place images was undertaken in The Netherlands. The starting point was Burgess's (1982) seminal study on the content of local authority promoted images in the UK, where she identified the four main elements as being centrality, dynamism, identity and quality of life. An investigation of the content of the text and illustration of all 16 medium-sized cities in The Netherlands (Voogd and van de Wijk 1989) revealed the unanticipated conclusion that historical elements were being used widely in campaigns designed principally to attract exogenous investment. Official brochures and printed advertising material (in a pre-website era) stressed historical events and personalities associated with the place, and even lengthy descriptions of armorial bearings and local monumental buildings. It seemed strange that city councils and their consultants should so emphasize historical elements over contemporary attributes, which would seem of more immediate relevance to a commercial enterprise such as accessibility, shopping, retailing, recreation or other facilities.
In addition, the use of historic elements did not seem to relate to the historicity of the currently popular existing reputation of the place concerned. Cities making a relatively high use of the past certainly included recognized historical cities with a rich monumental endowment, such as Amersfoort, Harlingen and Leiden, but also modern industrial cities, such as Schiedam. Conversely, cities making little use of their histories included well-known historical cities such as the fortresses of Naarden, Hoorn and Delft. Thus two of the elements recognized by Burgess -identity and quality of life -were overwhelmingly dominant in the promoted images at the expense of the other two -centrality and dynamism, and both were heavily dependent on history.
An experiment to confirm this unexpected result was mounted in the Northern Netherlands by contacting anonymously all local authorities (Gemeenten) with a request for information relevant to the relocation of a fictitious commercial establishment. Seventy-eight local authorities supplied the required information, and again historical material overwhelmingly dominated the content in the form of an account of local historical buildings (56 percent of responses), a historical town trail (56 percent), museums (50 percent) and a historical narrative (44 percent). By contrast, information more relevant to the present commercial environment was under-represented, including details about local authority services (31 percent), sports facilities (31 percent), housing (6 percent) and local schools (6 percent) (Ashworth and Voogd 1990, pp. 117-19) .
Thus the question was raised more than 20 years ago about the role played by the past in promoting place images. The unexpected reactions of local authorities could be explained in part by the absence at that time in almost all authorities of a public relations (PR) department and specialist marketing expertise, except notably in the field of tourism, much of which was heritage-based. However, it remains curious that local government agencies, when asked about their present locational advantages, should answer with accounts of their past and their reputation.
This chapter returns to this question because, in the intervening period, this ostensibly strange phenomenon is still evident. Heritage, as the contemporary uses of the past, has been, and is still being used in the branding of many places, including those that are not self-consciously historic or dependent on heritage-based economies. Places endeavoring to tackle current economic or social issues through the creation, management and promotion of place brands, and focused on future strategic goals and a strategic repositioning, are still invoking their pasts in their branding campaigns, even in situations where rebranding is seen as a means of strategic escape from a constraining and inappropriate past.
This chapter attempts to describe what is happening, examine the reasons for it, review the instruments through which policies are commonly carried out, and assess the effectiveness and consequences of such policies.
